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（M.BITNER）等人设计的、目前国际上比较流行的服务质量 5 大差距模型（THE 




































Herein by contrasting the status quo of the business of International Labour 
Cooperation of China Xiamen Corporation for International Techno-economic 
Cooperation (CXIC) with its history achievements, the writer discusses the problems 
existing in its service marketing strategies at the conditions of the nowadays 
international and domestic macroscopical circumstances, and points out the necessity 
for the CXIC to strengthen its service quality management and improve its service 
level. Basing on the international prevailing theory model, The Five-Gap Model of 
Service Quality, designed by the American scholars, V. Zeithaml, M. Bitner, ect. who 
are professional in Service Management and Service Marketing, the writer uses the 
relative theory of Expectation& Perception of Service to analyse the problems and 
puts forward several proposals specifically in seven aspects to strengthen CXIC’s 
service marketing and to reduce the gap of service quality. 
There are four chapters in this thesis. 
In chapter one, the writer describes CXIC’s history achievements, business status 
quo, confronting difficulties and existing problems in the company’s service 
marketing, and illuminates the necessity for CXIC to strengthen its service quality 
management. 
In chapter two, the writer introduces the characteristics of Service and 
International Labour Cooperation, which is one kind of service, and the characteristics 
of the corresponding Service Marketing. And also, the writer expatiates on the 
phylogeny of the subject of Service Marketing. 
In chapter three, the writer dissertates on the theory of Expectation of Service 
and Perception of Service, and discusses the factors which affect the customer’s 
expectation and perception of the service of CXIC. 
In chapter four, the writer presents The Five-Gap Model of Service Quality. And 
also, using the above mentioned theory, the writer studies the strategies to reduce 
CXIC’s gap of service quality and improve its service level, and puts forward dozens 
of proposals in seven aspects, including Service Standard, Service People, Service 
Intermediary, Service Object, Service Promise, Service Price and Physical Evidence, 
and so on. 
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劳务营业额 4899 万美元，将近占厦门市整个市场份额的 70%，占全省总营业额
的 10%左右；年末在外人数 6511 人，占厦门市所有外经企业外派劳务人员年末
在外总任数的 74%，占全省的 12%左右，在厦门市乃至福建省范围内占据着第
一的位置。 







2004 年世界经济增长的预测均有所上调，世界银行预计 2004 年全球经济增长将
达到 4%，联合国亚洲及太平洋社会经济委员会预测 2004 年全球经济增长速度为
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表 1-2  中厦国际公司 2002-2004 年对外劳务合作的主要经济指标 
时间 2002 年度 2003 年度 2004 年度 
营业额(万美元) 5131 4899 5062 
完成年度计划(%) 128 130 126.6 
比上一年度增幅(%) 10 -4.52 3.33 
经营利润(万元人民币) 1100 841.45 1050 
完成年度计划(%) 135 140 145 
比上一年度增幅(%) -5 -23.5 24.8 
新签合同额(万美元) 3887 1039 1347 
完成年度计划(%) 121 35 44.9 
比上一年度增幅(%) -45 -73.27 29.64 
外派劳务人数(人) 1766 1400 1863 
完成年度计划(%) 118 118 155.3 
比上一年度增幅(%) -45 -20.07 33.07 
年末在外劳务人数(人) 6882 6511 6689 
完成年度计划(%) 119 125 121.6 
比上一年度增幅(%) 0.5 -6.39 2.73 
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